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Even the best advertising cannot create something that is not there.
If a company lacks soul or heart, if it doesn't understand the concept of "brand", or if it is disconnected from the world around it, there is little chance that its marketing will resonate deeply with anyone.
Example HITACHI 14 
Foundation of a Brand
In order to establish an effective branding approach, it is necessary to track and measure the strength of the current brand and the entire brand portfolio. To grasp the business landscape in more depth, it is essential to do some research that can later serve as the foundation of the future brand strategy. 15 
Three brands of computers -
Logo Identity …. …. … Equity

Dell
Sony
IBM
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Brands are one of the few opportunities for making a difference
Greater willingness to try a product or service Less time needed to close the sale of an offering Greater likelihood that the product or service is purchased Willingness to award a larger share of purchase requirement Willingness to pay a price premium Less sensitive in regard to price increases Less inducement to try a competitive offering
Making a difference leads to increased Brand Equity
Different definitions of brand equity also exist. Duane E. Knapp for instance defines I t as "the totality of the brand's perception, including the relative quality of products and services, financial performance, customer loyalty, satisfaction, and overall esteem toward the brand." [i] According to Aaker, brand equity refers to "the assets (or liabilities) linked to a brand's name and symbol that add to (or subtract from) a product or service." [ Philips "Sense and Simplicity"
Our Brand Promise "sense and simplicity" Technology exists to help make our lives easier and more productive. So why is it so often such a hassle, full of complexity and frustration? At Philips, we believe that simplicity should be the goal of technology. Which is why we are committed to delivering products and solutions that are easy to experience, advanced and designed around you.
http://www.philips.com/about/brand/
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What's Your Brand Story?
2 Brand Communication
54
Brand Communication
Never promise more than you can perform.
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Brand Communication in B2B, especially when applying a corporate brand strategy, effective segmentation and targeting is key.
Also, participants in a B2B buying centre will vary in their involvement and motivation in the decision-making process. 
Personal Selling
Face-to face interaction with one or more prospective customers for the main purpose of obtaining orders is generally called personal selling.
In business markets it is by far more common to serve business customers directly than in consumer markets. 60 
Direct Marketing
… tools include the use of direct mail, telemarketing, fax, e-mail, newsletter, catalog, internet, and others to communicate directly with specific customers and prospects. The use of direct marketing tools has been constantly growing over the last two decades. A direct marketing tool that has experienced a major take-off in the last decade is electronic shopping. … are about generating coverage in the media that reaches various stakeholder groups. Because of their authenticity they are more credible to readers. PR can moreover reach potential customers that tend to avoid salespeople and advertisements. [i] PR can affect brand awareness at only a fraction of the cost of other communications elements. 
Trade Shows and Exhibitions
Trade shows and exhibitions are of major importance in the B2B environment. They also provide customers with access to many potential suppliers and customers in a short period time at relatively low costs compared to regular information gathering methods. Customers can easily compare competitive offerings at one place. 64 The brand strength of B2B companies clearly has an impact on financial market performance. The brand strength of B2B companies clearly has an impact on financial market performance. 
Amphenol-Tuchel Electronics
Living the Brand
What is it that makes a brand successful? Put your brand effectively into operation and become a brand-driven organization! Starting from the inside, a strong internal brand delivers very real business returns. It has also been found that companies where staff understands organizational goals enjoy a 24% greater shareholder return [i] . 
Implementation Steps for InBranding
Ingredient brand is present anywhere and could not be used as a differentiator and is pushing former supporters into price wars 
Fiesco-Effect
Intel processors are used by majority of all PC manufacturers, thus a differentiation is no longer possible. While Intel determines the market prices, the PC manufacturers must enter into a price war again.
Repayment of credit
The acceptance of Intel helps the co-operation partners (OEMs) win more customes.
2 Break through
The acceptance of Intel rises one year after start of the "Intel Inside" campaign of 60% to over 80%, it develops a demand pull (Pull Through effect) 
Back Cover
The globalization of economic exchanges between businesses and the fading of national borders are well known to 21st century business leaders. In this changing world, strong brands engender confidence. This book will provide you with the knowledge of brand management to differentiate your company from global competition.
Dr. Axel C Heitmann, CEO LANXESS AG "The relevance of branding in b-to-b is obvious. But the biggest obstacle for professional branding is to transfer the spirit of branding into the heads of the main decision-makers of a company. Then branding can develop its full power. This book is very helpful for people who are responsible for this process."
Achim Kühn, Head of Marketing Herrenknecht AG At Lenovo we believe branding in the Business-to-Business world is just as important as in the Business-to-Consumer arena. This book combines a methodical approach to B2B branding backed-up by real-world examples. If you want to learn how to build sustainable competitive advantage through branding look no further.
Bill Amelio CEO -Lenovo
This first comprehensive book on B2B brand management will provide even the most experienced business manger with a new way of looking at B2B branding. It provides proven case studies that bring B2B brand management to life. It will provoke the reader to think about a systematic approach to branding, based on facts, rather than personal judgment. Focused branding moves you closer to your customers. Professors Kotler and Pfoertsch encourage us to look for more differentiation without neglecting the competition and they encourage you to get top management attention for the branding decisions on a continuous basis. In short, this is the ultimate book for managers and customers in the B2B2C value chain.
Tim Love Vice-Chairman Omnicom Group
